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CHAPTER 1 - INTRODUCTION 
 
The aim of this paper is to investigate how the 2008 recession has affected the way in which retail 
banks market themselves and to provide recommendations to retail banks for creating a marketing 
strategy following the 2008 recession.  The impact of the recession has been felt across all areas of 
the banking industry including the structural level, the regulatory level and the consumer level and 
as a result many retail banks have reviewed and revised the way in which they market themselves to 
consumers. 
 
The scope of this paper is limited to the retail banking industry in the USA and the United Kingdom.  
A case study based approach is used in order to examine the marketing strategies of three 
international retail banks, and the context for these case studies is provided in chapter two by an 
examination of the industry, economic environment, and marketing strategies employed by retail 
banks prior to the 2008 recession. For the purposes of comparison, a marketing mix analysis using 
the four Ps (product; place; price; promotion) has been conducted for the industry in general prior to 
2008 and for each of the three banks in the case studies. 
 
An investigation into the changes in the industry as a result of the recession is conducted in chapter 
three.  Of course, an entire thesis could be dedicated to this subject alone and therefore in order to be 
concise, the chapter explores changes from a structural, regulatory and consumer perspective, 
covering the changes which have had a direct impact on the marketing strategies of retail banks.  
The theory of consumer fatigue is applied in this chapter to explain how consumer attitudes to the 
banking industry have been affected by the recession. The causes and factors which contributed to 
the onset of the 2008 recession are out of the scope of this paper. 
 
Data has been collected through secondary research and literature reviews, alongside learning from 
the entire MBA course in order to inform the arguments presented in this thesis. 
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CHAPTER 2 – CONSUMER BANKING STRATEGY AND 
MARKETING PRE-2008.  OVERVIEW OF THE CONSUMER 
BANKING MARKET PRIOR TO THE RECESSION. 
 
This section focuses on the environment in the banking industry prior to the 2008 recession in order 
to provide context for the rest of this paper.  I will consider the macro-economic environment, the 
environment in the banking industry and explore the general marketing strategies of banks that were 
operating in this environment. 
 
ECONOMIC ENVIRONMENT AND INDUSTRY OVERVIEW 
 
Prior to the downturn in 2008 many countries had enjoyed a period of unprecedented economic 
growth. Indeed, between the relatively small downturn that followed the burst of the dotcom bubble 
in 2001 and the downturn of 2008 there was a period of historically high growth rates, particularly 
for developing countries, where growth hit rates not seen since the 1960s.  This led some economists 
to claim that the world had entered a ‘Platinum age’ of global growth1, a successor to the ‘golden 
age’ of the post war period. 
 
However, more than two years after the onset of the downturn it is now apparent that these levels of 
growth were unsustainable, yet few people predicted such a large global recession.  Indeed, Queen 
Elizabeth II, the Queen of England was famously quoted as saying, ‘Why did nobody see it 
coming?’2, when she met with leading economists in November 2008.  Perhaps all involved are 
guilty of short-sightedness, placing too much focus on the economic ‘good times’ and failing to 
	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
1 Verick & Islam, 2010, p.9 
2 http://www.dailymail.co.uk/news/article-1083290/Its-awful--Why-did-coming--The-Queen-gives-
verdict-global-credit-crunch.html (accessed on 18 Jan 2011)	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prepare for the proverbial ‘winter’, but what were the characteristics of the global economy and the 
and the financial industry that led to this debacle? 
 
Verick and Islam argue that one of the key shortcomings of the pre-crisis boom period was the 
failure for increases in economic prosperity to translate into an increase in prosperity at an individual 
household level. Indeed, despite huge global industry growth, particularly in developing countries, 
there was relatively low real wage growth, a casualization of the work force and a rising gap in 
wealth between the poorest workers and the richest.3  
 
In the US and the UK this stagnation in real wage growth was coupled with an increase in overall 
consumption (see Appendix 1, Figure 1), which was achieved by tapping into wealth and increasing 
dependence on credit.  Households were able to access wealth in the form of household equity which 
had grown in line with rising prices and in the form of readily available credit which had become 
cheaper and more accessible throughout the early to mid-2000s.  This increase in consumption was 
reflected in the worsening US current account deficit, which rose from US $398.3 billion (3.9%of 
GDP) in 2001 to $803.6 billion (6% of GDP) in 20064, and also in the increase in the debt to income 
ratio of US households (see Appendix 1, figure 2.)  This behaviour was releasing more capital, 
which was in turn helping to fuel industry growth but of course these sources of capital were finite 
and therefore incapable of sustaining the rate of growth over the long term.  Furthermore, there were 
other implications for the credit providers and as these money flows started to run dry more and 
more households became incapable of servicing their debt, resulting in an increase in default rates on 
loans and credit agreements. 
 
In the years prior to the crisis, lenders had adopted a risk-seeking strategy.  Credit was easily 
available at cheap rates to many, and to those with poor credit scores credit was still available but at 
inflated interest rates that would yield a greater return.  Lenders were playing a numbers game, 	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
3 Verick & Islm, 2010, p. 10 
4 Verick & Islam, 2010, p.10	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offering easily available credit and accepting that the portion of debt that would never be repaid 
would be compensated for by the majority who would endeavour to service their debts.  However, as 
economic conditions tightened, many households found themselves unable to service their debts and 
defaulted on their loan agreements.  Figure 3 in Appendix 1 shows the increase in filings for 
personal bankruptcy between 1996 and 2010.  The drop off in 2006 is accounted for in bankruptcy 
reform laws that were passed in 2005 making it more difficult for individuals to file for bankruptcy, 
yet despite this causing the filing rate to drop temporarily, the rate continued to increase each year 
thereafter, approaching the levels seen prior to the bankruptcy reform.  Thus, not only were these 
households unable to continue the rate of consumption needed to fuel industry growth they were also 
unable to repay the credit providers, subsequently weakening the lending position of the credit 
providers and their ability to continue to provide the capital that had been fuelling the growth in 
industry.  Verick and Islam also argue that the position of the lenders and investors was further 
complicated by the unprecedented level of mortgage securitization which created uncertainty in 
financial markets as the crisis developed.5  This factor contributed to the shift in the behaviour of 
financial institutions from risk seeking to risk aversion.  This behavioural shift will be explored in 
further detail in chapter 3 of this paper. 
 
FIVE FORCES INDUSTRY ANALYSIS 
 
Figure 4 shows a Five Forces analysis of the banking industry prior to 2008.  I considered whether a 
five forces analysis was appropriate to the banking industry since banks compete with each other but 
must also cooperate with each other in order for the industry to thrive.  Additionally, bank customers 
are also the “suppliers” which further complicates the issue, but it is still appropriate to use this form 
of analysis in relation to the banking industry, provided that these key points are noted. 
 
	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
5 Verick & Islam, 2010, p.12 
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The structure of the industry prior to the crisis was a mix of large, full service consumer banks 
offering checking, savings, investment accounts, unsecured and secured loans and credit cards, and 
more specialized niche financial institutions such as automobile credit providers, credit card 
companies and store credit providers.  Competition had been intensifying in both the US and UK 
markets, with non-traditional competitors - such as supermarket chains - offering some financial 
services at very competitive rates.  One such competitor in the US was Walmart, a company famous 
for its focus on low cost and delivering savings to the consumer. Similarly, Tesco, the UK’s biggest 
supermarket chain, launched it’s own branded bank in 1997 in a joint venture with the Royal Bank 
of Scotland (RBS).  In 2008 it purchased the remaining 50% share from RBS and has become the 
UK’s most successful supermarket bank, holding 6.5 million customer accounts and offering over 28 
financial products.6  In line with the increasing number of competitors, rivalry and competition 
between industry players was also increasing, which in turn led to more competitive pricing 
strategies for financial products, the targeting of different market segments and a greater appetite for 
risk.  Their marketing strategies will be explored further in the next section, which considers the 
marketing mix prior to 2008. 
 
 A bank has three suppliers of its product (i.e., money): depositors; the credit markets; and the 
central bank.7  Supplier power in the industry was relatively low due to the free flow of capital and 
cheap credit that existed and the low bargaining power of retail customers.  Retail customers 
essentially have no power and are bound by the terms that the bank sets, indeed, many retail 
customers simply want an account and are unaware of the exact terms and conditions of their 
account.  Ackerson, of Accounting Plus, points out that the credit market, as a supplier, is open at all 
times to qualified participants and that the source of supply could be argued to be infinite.  Ackerson 
further states that the Central bank supplies liquidity to the banking system in almost unlimited 
	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
6 http://mediacentre.tescofinance.com/help/about_us/ 
7 Ackerman; 2008; p.2 
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quantities at very reasonable rates.8  As such, supplier power in the retail banking industry can be 
deemed to be low. 
 
The threat of substitutes is similarly low, some may argue that there are no substitutes, for example 
one may go to a loan company instead of a bank but essentially the two products are the same.  
Despite this, one could also argue that there are many products in the marketplace that would be 
considered substitutes, for example a store card instead of a credit card, however, in reality many of 
these products are underwritten by the same few companies and, as such, there are no real substitutes 
in the market.  Other services offered by bank such as checks or direct debits may be threatened by 
potential substitutes such as the Paypal service.  Indeed, the possibilities offered by the internet may 
offer the largest threat to traditional banks as the industry moves further away from paper towards 
electronic means of processing transactions. 
 
MARKETING STRATEGY 
 
A more detailed company-specific marketing mix analysis will be conducted in the case studies in 
chapter four but it is important for contextual purposes to consider the marketing mix being used in 
the consumer banking industry prior to the financial crisis.  In order to remain consistent throughout 
this paper, Kotler’s Four Ps (Product; Price; Place; Promotion) will be used to analyse the marketing 
mix. 
 
Product 
The consumer banking industry has evolved significantly over the past century both in the structure 
of the industry and in the products and services that are offered.  Technological improvements, 
particularly the ATM network and the internet, have had a profound effect on the industry, for 
	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
8 Ackerman; 2008; p.2	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example, paper checks have largely given way to electronic card transactions and automated cash 
transfers, and teller services at bank branches are giving way to internet based transactions and 
automated telephony services.  The industry has become wholly commoditised with the average 
consumer unable to expect any sort of differentiation. 
 
The nature of these changes, however, has allowed for easy replication of financial products and 
therefore little product differentiation in the consumer banking industry.  So, consumer banks must 
therefore decide whether to be niche players, offering a limited range of financial products, or full 
service banks offering everything from a credit card to investment accounts. 
 
Given the limited potential to differentiate the financial product offerings banks have tried to 
differentiate based on the services they offer around these products.  Take for example, a basic 
checking account. While the account may be similar to accounts offered at many other banks, it is 
possible to differentiate the service by offering extended branch opening hours, an internet banking 
option, or an automated terminal in a branch that allows customers to make deposits without needing 
to wait in line at the counter.  
 
Price 
Given the difficulty in differentiating based on either the product type or the affiliated service, 
consumer banks have tended to compete with each other based on the rates they offer on their 
products, be it a higher interest rate on a savings account or a lower interest rate on a loan.  Much 
like in any other industry, consumers in the banking market are price sensitive.  In an extract from a 
UK Government survey published by the UK Press Association, Todd Davis, financial services 
consulting director at YouGov (a UK Government department) states, ‘Our research shows that 
retail banking customers appreciate good customer service.  However, the fact remains, most 
	   11	  
consumers are rate and fee sensitive and it is these things that continue to drive the selection of 
providers."9 
 
Despite price being one of the key factors for competition, pricing strategies for financial products 
have become increasingly complex and therefore potentially confusing to consumers.  Independent 
financial advisors have long been around to help individuals make the wisest investment decisions 
but now whole businesses such as moneysupermarket.com have been set up to help consumers 
decide between relatively simple financial products such as credit cards.  Particularly before the 
economic crisis it became common to see a credit card commercial loudly claiming to offer 0% 
interest on balance transfers and purchases, while in small text in the corner of the advertisement it 
stated that the rate increases to upward of 18% after 6 months.  In 2003, Barclaycard, the UK’s 
largest credit card provider, was ordered by the Office of Fair Trading to remove one such 
misleading advert which promised 0% on balance transfers and purchases, yet imposed unreasonable 
conditions in order to qualify10 
 
Pricing is particularly important to the consumer banking industry as a means of managing risk.   
Financial products are offered to different consumers at different rates dependent on their personal 
and financial situations, with low-risk individuals being offered money at lower rates than high-risk 
individuals.  Such practices are understandable until they are take to an extreme, which is where 
many banks have come under criticism from the media for misrepresenting their products to these 
high-risk consumers.  In fact, according to the Guardian newspaper in the UK, complaints about the 
misrepresentation of payment protection insurance dominated the workload of the Financial 
Ombudsman11 in 2010. 
 
 	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
9 http://www.google.com/hostednews/ukpress/article/ALeqM5jGurLCNaytKQt7go17medp-
Bx7iA?docId=N0378601296057550197A 
10 Griffiths; November 2003; Barclays Pulls ‘Misleading’ Credit Card Adverts	  
11 Insley; February 2011; PPI mis-selling dominates Financial Ombudsman’s workload 
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Place 
This aspect of the marketing mix has been of particular importance to the banking industry. 
Historically banks have sought very visible locations in high traffic areas and have occupied 
buildings with impressive facades in prestigious locales.  Banking services were personally delivered 
by an individual in a branch or office close to where a customer lived in impressive buildings that 
conveyed the impression that the bank could be trusted with one’s money. 
 
Over the past century, the places in which financial services have been delivered have changed 
significantly due to several factors: travel, both domestically and internationally, has increased 
exponentially, leading customers to demand a large network of branches; technological 
developments have allowed services to be delivered in fully automated branches that are usually too 
small to accommodate a traditional branch, or indeed remotely over the telephone or internet. The 
automobile has led banks to move from traditional high streets to stand alone buildings with parking 
lots and drive though banking services. 
 
Further innovations such as partnering with supermarkets and advancements in mobile technology 
are expanding the numbers of channels through which banks can offer services to their consumers.  
With so many different channels to choose from, most retail banks have adopted a multi-channel 
strategy that complements traditional channels such as bricks and mortar branches with web services 
and other e-services in order to appeal to consumers. 
 
It could be argued that many of the new channels, such as internet banking, have been created as a 
means of cutting costs rather than providing greater convenience to the consumer.  However, a study 
by Philpott and Dooley of the University of Cork, Ireland, found that  “although web banking is 
inherently cost reducing for banks, it seems best practice innovation focuses more on enhancing the 
customer experience.”12 	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
12 Philpott and Dooley; 2010; page 6 
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Promotion 
Promotional techniques in the banking industry fall into the following areas; sales staff in branches; 
media advertising; and mailers.  This is also a factor that has changed significantly in the past fifty 
years.  Banks used a natural pull strategy, for example, individuals would approach the bank for a 
loan and in the days prior to credit reporting such requests would be considered on a personal level 
by a bank employee.  As the banking industry has become more commoditised and competition has 
stiffened, banks have developed a combination of pull and push strategies: advertisements for loans, 
with rates published much as prices are published for physical products, can be seen in all media 
channels; mailers offering credit cards to potential customers are commonly seen in the mailboxes of 
most households. 
 
As many banks automate transactional processes for customers the focus for bank branch staff 
moves from assisting customers towards sales.  Some banks, such as Abbey in the UK, have even 
redesigned branches so as to maximise sales space and provide a more informal and sales facilitative 
atmosphere.  In this way, physical branches have become less a place to manage one’s finances 
because these transactions can be conducted online, at an ATM or over the telephone.  Instead they 
have become sales offices to promote new or existing products.  Philpott and Dooley observed that 
many of these changes borrowed heavily from practices outside the retail banking industry, for 
example, borrowing same-store-growth metrics from the supermarket industry to increase deposit 
growth. 
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CHAPTER 3 – THE GREAT RECESSION OF 200813 AND THE 
EFFECTS ON THE CONSUMER BANKING INDUSTRY IN THE 
USA AND UK MARKETS 
 
This chapter explores the effects of the Great Recession of 2008 from two perspectives: the industry 
perspective and the consumer perspective.  The analysis of the industry effects will look primarily at 
three areas - structural changes, regulatory changes, and product/service offerings.  The analysis of 
the effects on consumers will focus on consumer confidence and consumer behaviour. 
 
CHANGES IN THE CONSUMER BANKING INDUSTRY	  
 
Structural changes 
The recent recession has given rise to some of the most significant structural changes in the 
consumer banking industry in recent times. Some former heavyweight players in the industry have 
fallen casualty to the financial crisis, and there has been much consolidation in the industry, with 
healthier banks acquiring competitors at a fraction of their former value. Additionally, many 
consumer banks sought financial assistance from the governments of their home countries, leading 
to several national and international, US and UK based consumer banks falling into public 
ownership, and partial government control. 
 
The financial crisis has allowed stronger banks to buy other banks and companies that provide other 
financial services at lower prices than before the crisis. The financial crisis has also helped 
commercial banks increase their share of the investment banking industry. 
 
	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
13 Grossberg; 2008; The Global Marketing Paradigm Shift of 2009 
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As well as consolidation in the industry, the recession has caused many banks to fail.   In 2009 140 
FDIC-insured banks failed and the number reach 139 in the first three financial quarters of 2010 
alone14.  Though many expect such failures to slow it would appear that many banks are not yet out 
of the woods, and it may become more difficult for small community banks to survive in the US 
following added regulatory burdens put in place as a result of the 2008 recession. 
 
Regulatory Changes 
The recent global financial crisis has put pressure on governments to review modern banking 
systems from a regulatory standpoint in order to prevent such crises from happening in the future. 
The G20, as well as individual governments, have put together focus groups with the specific 
purpose of reviewing banking systems both domestically and internationally. These focus groups 
have put forward recommendations which have contributed towards the largest regulatory reforms 
that the banking industry has seen in recent years; notably Basel III and The Frank-Dodd Wall Street 
Reform and Consumer Protection Act. 
 
BASEL III - Basel III is a new piece of global regulation that has been implemented as a direct result 
of the 2008 financial crisis.  The Basel Committee states that the purpose of Basel III is to; improve 
the banking sector’s ability to absorb shocks arising from financial and economic stress, whatever 
the source; improve risk management and governance; strengthening bank’s transparency and 
disclosures15.   The main points of this regulation can be summarised as follows16: 
 
• Banks will be required to hold top-quality capital totalling 7% of their risk bearing assets – 
an increase from 2% of risk-bearing assets before the crisis. 
 
	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
14 Cassachia; 2010; Orange County Business Journal 
15 Bank for International Settlements; http://www.bis.org/bcbs/basel3.htm 
16 Kollewe & Wearden; September 2010; Basel III: The Main Points 
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• Banks will have to increase their core tier 1 capital ratio to 4.5% by 2015, and additionally, 
they will have to carry a further “counter–cyclical” capital conservation buffer of 2.5% by 
2019. Any bank failing to meet the new requirements will be banned from paying dividends 
to shareholders until it has improved its balance sheet. 
 
• The regulation requires closer supervision of systematic risk at local and international levels 
within financial organisations. 
 
• Greater standardisation and central clearing of privately arranged, over the counter contracts 
by the end of 2012. 
 
•  Common global accounting rules by mid-2011. 
 
•  Credit rating agencies are to be registered and supervised. 
 
• The regulation endorses principles designed to stop bonus schemes in banks from 
encouraging too much short-term risk-taking. 
 
FRANK-DODD ACT - In July 2010 the US government also implemented a new act called The 
Frank-Dodd Wall Street Reform and Consumer Protection Act. According to a paper published by 
the U.S. Senate the act introduces seven major changes to the US banking industry. These changes 
are as follows: 
1. Consumer protections with authority and independence: The act creates a new independent 
watchdog, which is housed at the Federal Reserve, that has the authority to ensure American 
consumers get the clear, accurate information they need to shop for mortgages, credit cards, 
and other financial products, and protect them from hidden fees, abusive terms, and 
deceptive practices. 
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2. Ends “too big to fail” bailouts: the act ends the possibility of future taxpayer bailouts for 
troubled banks by creating a safe way to liquidate failed financial firms, imposes new 
capital and leverage requirements that make risky growth undesirable, updates the federal 
government’s authority to allow system-wide support without propping up individual firms, 
and establishes rigorous standards for supervision to protect the economy. 
 
3. Advance warning system: creates a council to identify and address systematic risks posed 
by large, complex companies, products, and activities before they threaten the stability of 
the economy. 
 
4. Transparency and accountability for exotic instruments: eliminates loopholes that allow 
risky and abusive practices to go on unnoticed and unregulated; including loopholes for 
over-the-counter derivatives, asset backed securities, hedge funds, mortgage brokers and 
payday lenders. 
 
5. Executive compensation and corporate governance: provide shareholders with a say on pay 
and corporate affairs with a non-binding vote on executive compensation and “golden 
parachutes”. 
 
6. Protects investors: provides tough new rules for transparency and accountability for credit 
rating agencies to protect investors and businesses. 
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7. Enforces regulations on the books: strengthens oversight and empowers regulators to 
aggressively pursue financial fraud, conflicts of interest and manipulation of the system that 
benefits special interests at the expense of American families and businesses.17 
 
In November 2010 KPMG published a report covering banking regulation in the North American, 
European, and Asia-Pacific markets. Figure 1 in Appendix 2 is an extract from this report showing 
the areas of the banking industry that are under the most pressure for regulatory reform. The index 
shows that banks in the North American and European markets are at most pressure for regulatory 
reform across the nine areas identified. Regulation in each of these areas will lead to additional costs 
for the banks and drive the systematic reduction of profitable returns. Increased regulation in the 
capital and liquidity areas will have a direct effect on reducing returns but the need for compliance 
across other areas will also contribute to this drop in profitability. 
 
Product/Service offerings 
The United States Department of Labour, Bureau of Labour Statistics18, states that the financial 
crisis accelerated an ongoing fundamental change in the banking industry as banks diversify their 
services in order to become more competitive. As the banking industry has seen a number of 
mergers and acquisitions since the onset of the financial crisis, consumer banks have purchased 
companies that offer other services such as financial planning and asset management, brokerage, and 
insurance services. The banks may incorporate these services into their own brand, or continue to 
offer them under a third party name or subsidiary. 
 
	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
17 US Senate; 2010; Brief Summary of the Dodd-Frank Wall Street Reform and Consumer Protection 
Act 
18 Bureau of Labor Statistics; Career Guide to Industries: 2010-11 Edition 
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The October 2010 issue of industry magazine ABA Bank Marketing, investigated the change in 
products and services in the banking industry as a result of the recession.  Sullivan and Mambrino, 
both of Capital Performance Group LLC, Washington DC, identified a number of changes19: 
 
• Decline in free checking accounts - More and more consumer banks are starting to add fees 
to their basic checking account products and many are redesigning their existing products in 
order to maximise revenues. 
 
• Renewed focus on savings - Consumer banks are reacting to changing customer needs by 
increasing the number of savings account products offered and the options attached to these 
products. Most large firms are also offering incentives for opening additional savings 
accounts alongside a checking account. 
 
• “Value-added services” – These may include overdraft protection, identity theft protection, 
discounts on services offered by other industries and free ATM usage. These features 
typically serve as add-ons to basic accounts or a standard features for higher balance 
accounts. In many cases value-added services are offered as a single large package of 
discounts rather than as separate items tailored to customers needs. 
 
• “E-Statements – In a bid to reduce costs, banks have started to offer electronic statements in 
a bid to wean customers away from expecting paper statements. Bank of America has even 
taken the step of charging for paper statements. 
 
• Personal financial management - Most large banks have started to offer web-based tools for 
managing one’s personal finances. 
 	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
19 Sullivan and Mambrino; October 2010; Exploring for New Retail Products; ABA Bank Marketing	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EFFECTS ON CONSUMERS 
 
Consumer confidence 
The 2008 recession naturally had a negative impact on consumer confidence, causing them to reduce 
spending levels in the midst of financial uncertainty.  This dip in spending undoubtedly exacerbated 
the financial crisis, considering that US consumer spending accounted for 70% of US GDP and 58% 
of global GDP in 2009. However, a BCG report found that in 2010, 2 years after the start of the 
recession, consumers had so far been unwilling to spend their way back to an improved economy20.  
Despite this lack of action, the same report found that consumer confidence had improved from the 
levels seen in 2009 with the US and the UK showing reductions in consumer anxiety of 10% and 9% 
respectively (see Appendix 2, Figure 1).  However, crucially for the consumer banking industry the 
report shows that a large majority of consumers say that the financial downturn has boosted their 
mistrust of big businesses – especially financial institutions21. 
 
 According to a 2010 Deloitte survey consumers place more value on the bank’s treatment of its 
customers than they did before the recession.22   Since the recession broke, consumers have become 
better informed about the level of profits consumer banks had been making, and the risks these 
banks were willing to take in order to achieve those high profits. As a result, these educated 
consumers are expecting better customer service in order for them to remain loyal to their bank. 
 
Research carried out in the second half of 2010 also found that 92% of consumers want their bank to 
operate more ethically following the recession, 79% think that their bank acted unethically in 
allowing their behaviour to put customers’ money at risk, with 78% saying that their bank’s 
behaviour has directly contributed to the economic turmoil.23   Ethics in the banking industry has 
	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
20 2010; BCG; A New World Order of Consumption; p. 15 
21 2010; BCG; A New World Order of Consumption; p. 15	  
22 Adams, 2011, New Breed of Banks Base Appeal on Service; moneymarketing.co.uk 
23 Adams; 2011; New Breed of Banks Base Appeal on Service; moneymarketing.co.uk 
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become a much discussed topic in the media since the onset of the global financial crisis. “What is 
ethical?” Is a question that has been asked in relation to large bank profits, how customers money is 
used in order to generate these profits, the annual salaries of banking executives, and in particular 
the large annual bonuses received by banking employees. These areas have been even more closely 
scrutinised for those banks that have received funding from the US and UK governments, because 
they have become partly publicly owned. The media and consumer groups alike, in both the US and 
the UK, have called for banking reform in order to prevent such large annual bonuses which have 
historically rewarded risk-taking behaviour. 
 
A 2009 Illuminas research paper found that 60% of the UK sample were concerned about financial 
institutions failing and 36% said that they were considering alternative financial providers such as 
supermarkets or the post office rather than trusting their money to the traditional consumer banks.  
When Illuminas questioned consumers attitudes towards banks they observed a ‘bank bashing’ 
sentiment, with 66% of consumers trusting financial providers less than they did 12 months ago, and 
40% of consumers are still waiting for banks to make amends for their mistakes in contributing to 
the financial crisis. Respondents in the survey no longer associated the formal established banks with 
long-term security.24 
 
The same report found that consumers believe banks had five priorities: 
1.  Providing a secure place for customers’ money. 
2.  Having a customer service centre based in the UK. 
3.  Making it easy to access and deposit money. 
4.  Friendly service through the telephone and branch. 
5.  Providing staff who are available to give advice and support.25 
 
	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
24 Illuminas; 2009; Consumer Attitudes and Behaviours Towards Financial Services; p.11 
25 Illuminas; Consumer Attitudes and Behaviours Towards Financial Services; 2009; p10 
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Consumers in the post recession market also feel that banks need to simplify and clarify their 
products in order to avoid confusion. A study conducted by a consumer watchdog in the UK in 2010 
found that nearly two thirds of people find the language used by banks and other financial service 
providers confusing. Furthermore the study found that while 65% of people said they found the 
language used for financial services difficult to understand, 28% said they had actually paid out for 
services without even understanding what it was they were paying for. Banks came in for further 
criticism for their lack of clarity, with 56% of respondents saying they believed banks failed to make 
their language simple.26 
 
Consumer behaviour 
The 2010 BCG report, ‘A New World Order of Consumption’ identified eight key changes in 
consumer behaviour as a result of the economic recession. These changes are: 
 
1. Consumers are redefining values - The negative effect on consumer confidence has led to a 
shift in consumer behaviour towards a more ‘back to basics’ approach in what consumers 
value most.  Home and family, stability and calm, saving, and the environment have all 
increased in importance for consumers in the two years following the onset of the recession, 
meanwhile, luxury and status continue to decline on their priority list27.  As such, consumers 
are less likely to engage in conspicuous spending and are instead focusing on reducing 
expenditure and reliance on credit in order to reduce outgoings and increase monthly 
savings. 
 
2. Trading up is tempered with caution - Luxury companies experienced a backlash against 
conspicuous consumption in 2009, as US and European consumers blamed overspending 
for at least some of their suffering consumers are continuing to make amends by extolling 	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
26 Jones; July 2010; Consumer Watchdog Criticises banks’ confusing jargon; 
http://www.walesonline.co.uk/news/wales-news/2010/07/26/consumer-watchdog-criticises-banks-
confusing-jargon-91466-26930074/  
27 2010; BCG; A New World Order of Consumption; p. 15 
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simplicity and denouncing ostentatious luxury. As cautious as consumers in the United 
States and Europe maybe, the BCG report found that consumers refused to compromise in 
some categories such as fresh foods. In these areas consumers stated that they valued 
functional and technical benefits to promote health, security and comfort for the family. 
 
3. Trading down is still prominent but off from peak levels - The 2010 BCG survey shows that 
trading down is still going strong but it has fallen from the overall peak levels found in late 
2008. However, trading down continues to gain strength in the United States, where it is up 
five percentage points over 2008 levels, therefore making US respondents among the most 
likely to trade down of all the consumers surveyed. In the same report European and US 
consumers said they will continue to hunt for best prices and actively look for sales and 
promotions. 
 
4. Consumers still care about green products, but price matters - Prior to the 2008 financial 
prices green products were gaining increasing popularity, and many continue to do well 
despite tough economic times. The BCG survey found that consumers continued to 
purchase green products that directly reduce their expenses or provided superior freshness, 
taste, or safety. However they were less likely to pay premium prices for green products 
once the downturn hit. Companies looking to attract consumers with green offerings will 
need to continue providing the economic value of those goods and services. 
 
5. While more open to spending, consumers still need permission to buy - 2010 figures showed 
that consumers were more likely to indulge in non-essential spending than at the height of 
the recession in spring 200928, however, many consumers still remain cautious.   In most 
households, women are responsible for most of the daily spending, and therefore in tough 
times it is women who are tasked with making the income stretch as far as possible. In 	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
28 2010; BCG; A New World Order of Consumption; p. 17 
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Western markets in particular, women reported higher levels of stress and feeling 
underappreciated than men did during the downturn, and they were more likely to stick to 
seeking out bargains. During the recession women showed that they would cut back on 
products for themselves, especially apparel and accessories, before sacrificing on products 
for their family members, often including pets. 
 
6. Consumers are more willing to switch - The downturn led more consumers to discover 
discount channels and value brands, and the BCG survey found that they have been happy 
with these changes. Following past recessions many consumers remained loyal to these 
value brands and this behaviour pattern is likely to prevail again, particularly since retailers 
are upgrading their retail brands and value offerings. Higher-priced brands will be 
challenged to justify their premiums. BCG found that 61% of US respondents and over 50% 
of UK respondents claimed to have purchased more private label goods during this 
downturn than before. Around 40% of these consumers intend to stick to private-label 
goods into the recovery.29 
 
7. Cocooning still thrives - During the recession that started in 2008 many consumers sought 
relief from stressed budgets and emotions in the comforts of home life, a trend known as 
cocooning. This trend offers continued opportunity for do-it-yourself and home-related 
products. Indeed the BCG report found that energy-efficient home appliances and house 
wares were again at the top of the list of categories on which Europeans and US consumers 
said they would not continue to cut back. 
 
8. Consumers are reluctant to seek credit - Excessive consumer debt in some markets was one 
of the major causes of the economic crisis. Now, the tighter access to credit, especially in 
the US, and greater consumer focus on savings are expected to eliminate billions of dollars 	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
29 2010; BCG; A New World Order of Consumption; p. 18	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of spending power for the recovery.   A BCG report states that these trends in consumer 
attitudes clearly won’t endure forever. But they are shaping behaviour during this recovery. 
They also present companies with new opportunities to bring consumers back to spending in 
still uncertain times by offering products and services that are positioned as sensible 
alternatives to luxury30. 
 
 
CONSUMER FATIGUE 
 
These post recession consumer behaviours are classic symptoms of consumer fatigue. The failing of 
the global and domestic financial systems left consumers with a lack of confidence in a system that 
they had previously relied upon and trusted. This lack of trust has led to consumers being less likely 
to spend and less likely to seek credit, both of which are activities needed to re-stimulate a flagging 
economy. 
 
An Associated Press article published in January 2009, entitled ‘Consumer Fatigue is Growing”, 
described how headlines about huge job cuts and the flagging economy had helped drive consumer 
confidence to excessive lows, together with a feeling of helplessness as average Americans stand by 
and watch the value of their homes and retirement funds dwindle in front of their eyes. An extract 
from the article reads, “Virtually, there is no confidence out there. Household anxiety has reached 
the point that we can virtually count them (consumers) out to get us out of the recession. Economists 
believe that Americans will remain in a financial funk until they start saying fundamental 
improvements in the economy, including a turnaround in the housing and job markets.”31 
 
	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
30 2010; BCG; A New World Order of Consumption; p. 18 
31 Associated Press; January 2009; Consumer Fatigue is Growing; http://articles.boston.com/2009-
01-28/business/29262789_1_confidence-index-lynn-franco-consumer-spending 
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A trend of consumer fatigue requires a shift in the marketing strategies of companies hoping to 
survive in the post recession environment. As Grossberg, 2009, states, in this type of market “we 
must market goods and services in a world where potential demand measured in terms of 
discretionary income has fallen to depths it has not reached for half a century.”32 As such, companies 
need to be sensitive to the post-recession consumer sentiment that exists in the market; goods and 
services need to appeal to a consumer who is in self protection mode, who is exhibiting behaviours 
of cocooning and who has found a renewed value in home life. At a time when many businesses are 
failing, those wishing to survive must demonstrate their reliability in order to secure the trust of the 
consumer. 
 
In a Harvard Business Review Article, What’s the cure for Consumer Fatigue?, Sandberg argues 
that companies should not sell a product or experience but instead should sell an experience and the 
closer a company is to its customers then the better equipped it is to be able to do this.  Sandberg 
explains that consumers are becoming more and more sophisticated and will no longer be seduced 
by manipulative marketing campaigns, and as such, marketing campaigns need to be equally 
sophisticated and more in touch with what the consumer wants than can possibly be determined from 
data in a CRM system.  The only way to do this is to build a genuine relationship with the 
consumer.33  Sandberg goes onto explain that the only way to be genuinely close to the consumer is 
to build trust: 
 
“In a genuine relationship, customers see your company as trustworthy, which means that your 
marketing is backed up by authentic organizational behaviour. You can't just say, 'I'm trustworthy’, 
you can only behave that way every day. And if you screw up, then admit it.  That's the only way 
you'll be able to maintain your trustworthiness. Such admissions are rarely easy to make, but in an 
	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
32 Grossberg; 2008; The Global Marketing Paradigm Shift of 2009 
33 Sandberg; 2002; What’s the cure for consumer fatigue?	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increasingly transparent business climate, people will know when you slip up, and so the 
consequences of not admitting your mistakes grow ever more painful.”34 
 
In the wake of the 2008 recession where the banking industry was largely held responsible for the 
failing of the economy it is even more important for the banks to engage with the consumer, to build 
a relationship with them and win back their trust.  This should be the focus of a post recession 
marketing campaign. 
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CHAPTER 4 – CASE STUDIES 
 
CASE STUDY 1 - CITIBANK 
 
Recession Marketing Strategy 
 
Citibank’s retail bank operates more than 1000 branches in 13 US states and was among the hardest 
hit banks by the recession. It received $45 billion in government bailout money and guarantees in 
order to protect it against losses on more than $300 billion in risky investments, and in late 2009 the 
US government exchanged a portion of the bailout money for a 34% stake in the bank. The impact 
of the recession forced Citigroup to re-evaluate its marketing strategy for its US retail banking arm. 
In a 2009 statement, Citibank said: “Customers, not products, are driving Citi’s strategy for North 
America consumer banking, and we understand we have a great deal to do to improve the overall 
customer experience. We are on a very significant journey to make it simpler, more rewarding, and 
highly transparent to bank with us.”35  This same message was reinforced in the company’s 2009 
annual report where an excerpt from the strategy outline reads: 
 
“As we build shareholder value on the strength of that base, the essential elements of our strategy are 
client focus, global strength and constant innovation. All three are tightly woven together in the 
fabric of our strategy, but client focus is the dominant thread throughout.”36 
 
 Citibank also acknowledges that its post-recession strategy must be compliant with the regulatory 
reforms that have been introduced in response to the global recession. The company’s position on 
financial reform is perhaps also part of its marketing strategy, since it appears to address concerns 	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
35 Associated Press; 2009; Citi may make seismic shift in its retail strategy 
http://www.msnbc.msn.com/id/33001501/ns/business-us_business/ 
36 Citibank 2009 Annual Report; p.iv 
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held by the general public about the modern banking industry, as discussed in the previous chapter. 
The following summarizes the company perspective on regulatory reform according to the 2009 
annual report: 
 
• Citibank has spoken out on the need for change that will promote systemic safety in the 
United States and globally, and will continue to do so. 
• Reform must encompass changes in regulatory architecture that create a level, competitive 
field for banks. 
•  Higher capital standards are required for systemically important institutions. 
• There must be effective controls over the risk profiles of financial firms, and clear authority 
for the resolution of troubled institutions. 
 
In truth, any such regulatory changes would increase cost for Citibank’s business, and therefore 
governmental intervention into the private marketplace in the form of regulatory reform is 
undesirable from a business perspective. However, Citibank must ensure that its strategy is aligned 
with the public sentiment, and demonstrate that it is on board in complying with the changes that the 
press, general public, and world governments are calling for. 
 
The next section of this chapter will explore the three facets of Citibank’s post recession strategy 
that are detailed in the 2009 annual report, followed by a marketing mix analysis of the strategy as it 
developed over the following 2 years. 
 
Client Focus 
This is the main focus of Citibank’s strategy and the group’s marketing and advertising seeks to 
convey that the bank puts the customer firmly at the center of its company philosophy.  In 2009 
Citibank expanded its “What’s your story?” campaign from its cards business to include the whole 
franchise.  This campaign, as the company states on its website, positions the brand as an enabler of 
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positive human experiences37, focusing not just on financial products and services but what these 
products and services allow customers to achieve.  Each advertisement asks the question; ‘What’s 
your story?” and answers with “Citibank can help you write it.”  The aim of the campaign is to bring 
the bank closer to the consumer, to demonstrate now just how well the bank can manage a client’s 
money but how the bank can enable the client to live a better life and achieve their goals.  Figure 2 
in Appendix 3 is an example of one of the advertisements from the pre-2009 Citi Cards business 
using the “what’s your story” tagline. Figure 3 shows a 2010 advertisement, which, while continuing 
the theme of stories, has evolved to show the ways in which banking with Citibank can benefit the 
consumer, however frivolous. 
 
 Citibank is also attempting to put the client at the centre of its business by addressing the post 
recession consumer sentiment in an attempt to demonstrate that Citibank is aware of the consumer’s 
desire for the banking industry to change. Figure 4 is an extract from Citibank’s website, using a 
standard list of three approaches to inform the customer of the ways in which the bank is changing: 
 
• “We’re changing to offer you more.” 
• “We’re changing to serve you better.” 
• “We’re changing to make banking easier.”38 
 
 This attempt to satisfy consumers desire for change is somewhat shallow, however, as these general 
statements are not substantiated by offering more detail regarding how Citibank attempts to offer 
more, serve better, and make banking easier. Although the statements appear on the company 
website, there is nowhere to click to enable the customer to read more about how Citibank is 
changing. The lack of explanation or further detail leaves these statements somewhat devoid of 
meaning and too general to really address customers concerns.  As discussed in the previous chapter, 
	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
37 Citi Advertising; http://www.citibank.com/citi/press/advertising.htm 
38 http://www.citibank.com/citi/press/advertising.htm 
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making such general statements without substance is perhaps not the way to go about winning back 
this trust. 
 
Global Strength 
Citibank is a global company with operations in more than 140 countries and the group is making 
the use of this network as a core part of its post-recession strategy. The company views its 
international network as one of its key competitive advantages, even going so far as to state that its 
competitors cannot match the strength of Citibank’s global positioning and network. In the 2009 
annual report Citibank states “no competitor has a global presence approaching ours, so we have a 
clear advantage, particularly in view of the major trends that are increasingly driving economic 
growth in the world.”39 
 
Citibank has established a global transaction services business, providing resources in trade finance, 
cash management, securities and fund services, among other services. Within this business Citi is 
heavily investing in technology solutions such as new online banking technology that will make 
international transactions more easily accessible. 
 
Citibank states that; “our aspiration is to deliver on the promise that a client of Citi anywhere is a 
client of Citi everywhere. Through our advantageous geographical positioning and our capabilities in 
virtual technology, we are not far from that goal.”40 
 
Constant Innovation 
Though Citibank does not elaborate on how it intends to achieve constant innovation, the company 
acknowledges that such innovation is necessary in order to remain competitive in the banking 
industry and achieve its goal of becoming client focused, together with the company’s global 
ambitions.  Citibank states that to become the “digital bank of the future” is one of its most 	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40 Citibank 2009 Annual Report,; p.iv 
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important goals and cites the global transaction service business, a digital platform which spans the 
globe, as the flagship for achieving this goal.41 Innovation is particularly important in the banking 
industry, as we have already discussed how modern technological advances are quick to affect this 
industry. But innovation will also be necessary in order to survive in the post recession market. The 
recession has added additional drivers for change to an already dynamic, fast-paced, and rapidly 
changing industry, and banks must respond appropriately. 
 
Marketing Mix Analysis 
 
Product 
Whilst Citibank’s parent company Citigroup has made several changes to it business and product 
offerings since the recession, such as the sale of finance portfolios to GE capital, the Citibank brand 
has seen little change to its core product offerings.   As such it is clear that redesigning its product 
lines is not central to Citibank’s post recession strategy, in fact, if we treat the Citi Cards business as 
a separate business, Citibank has only made one significant change to its product offerings since the 
recession. The change was an amendment to checking accounts packages, which was released in 
September 2010 and broke the company’s checking accounts offering into three distinct products; 
basic banking account; the Citibank accounts; the Citigold account.  Citibank states that the structure 
allows customers more flexibility in selecting the checking account that is most suited to them, and 
though dividing the target market into three distinct segments has clear benefits for Citibank, the PR 
surrounding the launch of the new accounts Is tied back to the company’s focus on customers; a 
Citibank spokesperson states, “our simplified checking accounts offer customers more meaningful 
choice and reward for them doing more with Citibank. By really listening to our customers, we can 
offer them the right solutions to meet their needs, and help them easily avoid paying monthly 
fees.”42 
 	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
41 2009; Citibank Annual Report; p. v 
42 Citibank Press Release; September 2010; http://www.citigroup.com/citi/press/2010/100901b.htm 
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Given the limited scope for product differentiation in the banking industry, as we observed in 
chapter 2, it is not surprising that Citibank’s post recession strategy is not product centric, and 
instead the company has decided to focus on service delivery to the customer. 
 
Price 
Taking the above new checking account structure as an example, Citibank has applied the common 
low, medium, high price point positioning strategy for its product. Each of the three checking 
account types has a monthly maintenance fee so the customers must decide which account fits their 
needs not just based on the service associated with that account, but also on the fee charged for 
account maintenance. These fees may be waived each month, but in line with the price positioning 
of the products there are different criteria for each of the 3 account types. While the basic account 
fee can be waived by simply using the account more than five times in a month, the two premium 
accounts must maintain monthly balances of $6000 and $50,000 respectively, in order for the 
monthly maintenance fees to be waived.43 
 
Following the government bailout Citibank needed to find ways of raising additional revenue, and 
therefore competing on price is not an easy option. In fact, part of the company’s strategy was to 
stop offering free checking accounts, not just going forward, but also to start charging current 
customers for their previously free checking accounts. By adopting a market segmentation strategy 
for its product offerings, and pricing them accordingly, Citibank is able to remain competitive while 
bringing in additional revenue from products with higher levels of service and better benefits. 
 
Place 
One year after the recession began Citibank began to focus on expanding its retail banking footprint 
in the US by attempting to acquire North Carolina-based Wachovia Corp.  Citibank lost ground in 
the US retail banking market when Wells Fargo & Co won in its bid to acquire Wachovia Corp, 	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while at the same time JP Morgan Chase & Co acquired Washington Mutual’s retail banking 
operation. 
 
Following the failed acquisition Citigroup once again re-evaluated its strategy for its US retail 
banking arm, making the decision to focus its attention and resources on its strongest markets rather 
than trying to expand across the US. The six markets included cities where the company already had 
a strong foothold: New York, Washington, D.C., Miami, Chicago, San Francisco and Los Angeles. 
The new strategy was to focus on improving the operations and customer service in the six major 
markets, whilst scaling back in areas where the bank had a small presence, such as Boston, 
Philadelphia and Texas. 
 
In addition to expanding the group’s new bricks and mortar operations Citibank’s strategy involves 
harnessing modern technologies in order to expand its digital presence. Citibank’s 2010 annual 
report states that one of the bank’s goals is to become the world’s digital bank. The bank sees this as 
a means to become more customer focused, and in the report observes that: 
 
“Consumers appreciate the way technology simplifies and enhances so many aspects of their lives; 
they are increasingly demanding the same from financial services. We believe that our global 
footprint and/or innovative culture position is to win in the digital space. Digital trends will 
significantly impact our institutional businesses, whether through improvements in business 
efficiencies, more dynamic trading approaches or better ways to deliver services to our clients. In 
addition, we will continue to drive our operations and technology agenda –which includes improving 
data quality to best in class, building a global consumer banking platform, expanding key trading 
capabilities, introducing the next generation of core systems in servicing and relentlessly pursuing 
operating efficiencies.”44 
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 This focus on digital delivery of service led to the bank introducing a number of digital solutions in 
2010 which tap into current trends of increasing consumer use of mobile devices and social 
networking mediums. New services included: 
 
• An integrated cards/bank application for iPhone and for Android devices, which provides 
customers with anywhere any time access to their bank and credit card account information 
directly through an ‘app’ on their mobile device. 
• Citi Text Banking – servers that delivers account updates on demand to customers mobile 
devices via SMS. 
• Social media customer service via Citi’s official Twitter handle, @AskCiti. 
 
These innovations are not only evident in the company’s online presence, but also in the company’s 
bricks and mortar operations. On December 16, 2010, Citibank opened a concept branch in Union 
Square, New York City that brought innovations from its Asian operations to the US domestic 
market. The press release for the opening the store states, “the branch features six interactive sales 
walls and other media walls; enhanced image ATMs; free online access and Wi-Fi for customers; 
24/7 access, from the ATM lobby, to customer service experts via video-assist – the first of its kind 
in the US….  The new branch reflects our strategy to invest in retail banking with a focus on 
customer centric innovations and an eye towards growth in our key markets. Drawing on smart 
banking technologies and best practices developed by Citi in Asia, and located in the heart of New 
York City, the new flagship branch demonstrates that we are a global bank with deep roots in the 
communities we serve.”45 
 
Promotion 
Promotion plays a heavy role in Citibank’s marketing strategy. In the years following the recession 
Citibank has released many press statements publicising promotional activities such as free tickets 	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for students to attend an LA Giants game, charity galas, and community-based soccer programs for 
children.46   Such promotions reinforce the notion that Citibank’s marketing strategy is not product 
centric, instead these types of promotion go to reinforcing the brand identity and perception in the 
market. Additionally, charitable, and community-based programmes promote Citibank’s goal of 
being close to its consumers, firmly keeping the consumer at the centre of the company’s marketing 
strategy. 
 
Alongside ad hoc promotional activity Citibank offers an ongoing promotional loyalty program.  
Citibank’s “Thank you” rewards program allows customers to gain points whenever they use a 
qualifying Citibank debit card or credit card these points can be redeemed on a dedicated website 
against various products and services. Though this reward scheme is not a new part of the company 
strategy,  it is being used as part of Citibank’s post recession marketing strategy. For example, the 
reward scheme was linked with the launch of Citibank’s new checking accounts in September 2010 
with new customers who signed up for an account being offered 20,000 “Thank you” points for 
opening the new account, and an additional 20,000 points if a savings account was opened at the 
same time with a deposit of $25,000. The goal of this promotion was to introduce brand-new 
customers to the Citibank brand, and though existing customers were not eligible to change their 
checking accounts and receive points, they were eligible to receive points for opening a savings 
account.47  
This type of practice for attracting new customers is commonplace across several service industries 
and is not a new innovation in the banking industry. Indeed, it is not a new innovation for Citibank 
either, as another similar promotion was offered in January 2009 shortly after the onset of the 
recession. 
 
Summary 	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 In the months and years following the onset of the 2008 recession Citibank found itself in the 
position of needing to adapt its marketing strategy, not least because of the changing market and 
economic environment, but also due to the fact that it accepted bailout money from the US 
government, and therefore needed to achieve two goals; firstly to repay taxpayers money to the 
government, and secondly to rebuild consumers’ trust in a company that had come close to failing. 
 
 Though of course there are many facets to Citibank’s marketing strategy the common theme 
running through the company’s approach is that of service to the customer. Citibank feels that 
putting the consumer at the centre of its business is the key to success, treating other goals such as 
the company’s global ambitions as secondary to providing excellent customer service. This is 
aligned with our findings in chapter 3, and demonstrates that Citibank is aware of the need to 
reassure consumers that it is a trustworthy organisation capable of delivering reliable financial 
services and delivering excellent customer service. 
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CASE STUDY 2: BANK OF AMERICA 
 
Recession Marketing Strategy 
 
Like hundreds of other US banks, Bank of America received government funding in order to survive 
the economic crisis of 2008; $20 billion in the fall of 2008 and an additional $25 billion in January 
2009 following the acquisition of failed bank Merrill Lynch.  Though Bank of America gained  
approval to acquire Merrill Lynch, the bank required government support to bolster its balance sheet 
in order to be in the position to do so. As we observed in chapter 3 the recession fostered broad 
mistrust of the banking industry in consumers, and furthermore, the need for Bank of America to 
accept government bailout money created a perception that the bank was not financially sound. 
 
In response to widespread consumer mistrust of the banking industry Bank of America asked in its 
2009 annual report, “How are we making banking better?” The response to this question is a six 
point strategy: 
• By being clear and easy to understand. 
• By helping families in tough times. 
• By making every good loan we can. 
• By providing advice that helps our clients plan for it all. 
• By delivering customised solutions wherever our clients need us. 
• By working hard to keep our communities vibrant.48 
 
To give one an idea of how important Bank of America considers these six points, of the 24 pages 
preceding the financial data in the 2009 company annual report, 13 pages are given to explaining the 
six points. Furthermore, even without elaboration on these points it is possible to see one common 
thread running through them - customer service. In order to fully understand Bank of America’s 	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post-recession marketing strategy these six points will be explored in detail, and a 4 P’s analysis will 
also be conducted in order to draw comparisons with the other case studies in this research. 
 
 Being clear and easy to understand 
As observed in chapter 3 consumers reported finding financial services jargon and products 
confusing. Bank of America has directly addressed this concern with a “Clarity Commitment”; 
creating guidance documents for home mortgages, home equity loans and credit card agreements.   
A clarity commitment document is designed to be a simple, easy to read, one-page loan summary 
that includes important information on payments, interest rates and fees, without using a lot of legal 
terminology. These one-page documents are supplementary to the standard loan agreements that are 
signed by the consumer when accepting a loan from the bank. 
 
Helping families in tough times 
In 2008 the company established H.A.M.P. - the Home Affordable Modification Program - a 
program which was designed to aid customers who were struggling with their home loan 
repayments. A fall advertising campaign accompanied the program launch, using targeted 
advertising, door-knocking campaigns, and partnerships with non-profit organisations in order to 
contact customers who may be eligible for home loan modifications.49 
 
In 2009 Bank of America also launched two similar campaigns: one targeting unsecured loan and 
credit card customers who were struggling to repay their financial obligations, resulting in 1.4 
million modifications to unsecured loan and credit card agreements. Another campaign, the 
Customer Assistance Program, targeted customers who had lost their jobs. Under this program Bank 
of America reduced fees on 150,000 deposit accounts. 
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Strategically this course of action makes sense for PR purposes:  the company is seen to be helping 
customers who are in financial trouble. Financially, many customers who were struggling during the 
recession had previously been low risk customers and would return to being so once out of the 
recession, therefore, it is in Bank of America’s interest to retain them. 
 
Making every good loan 
Despite the customer-centric spin on this facet of Bank of America’s strategy there is a broader, 
economic reason for “making every good loan”. One of the factors that exacerbated the recent 
recession is the lack of liquidity in the financial system, therefore banks which received government 
bailout money have been under pressure to resume making loans, and consequently Bank of 
America chose to respond to this pressure by incorporating into its marketing strategy a promise to 
loan money. 
 
Bank of America is one of the largest providers of consumer credit in the world, extending more 
than $430 billion in consumer loans in 2009. The company states that these loans (which range from 
first mortgage and home equity loans to credit card and other consumer unsecured loans) “help 
customers finance their dreams”50. 
 
Providing advice that helps our clients plan for it all 
Another customer-centric aspect of Bank of America’s marketing strategy is the company’s 
assertion that its new combination of Bank of America, US Trust, and Merrill Lynch includes one of 
the largest teams of financial advisers in the industry, enabling the bank to deliver service to 
comprehensive wealth management clients covering all aspects of money management and 
investment. Clearly, attracting customer investments builds the bank’s balance sheet, but it is also 
aligned with the mid-recession consumer behaviour we discussed in chapter 3,  that is, an increased 
focus on saving and planning for the future. Similar to the promotional material for loans, Bank of 	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America relates the offering of this financial management advice to the ability of clients to “plan for 
all life streams and milestone events”51, thereby relating the concept of money management with 
something more personal and emotive. 
 
 Delivering customised solutions whenever our clients need us 
Much like the previous point this is evidence of bank of America re-defining its strategy following 
the acquisition of Merrill Lynch, and pooling resources of the two organisations in order to provide 
more comprehensive financial solutions both domestically and globally. Today, it is not only 
business banking clients that have global needs, many retail banking clients travel internationally 
and many have family abroad, meaning that a purely domestic bank is unable to meet their needs for 
financial services. As such, a key part of Bank of America’s strategy is to communicate its global 
network and how this network enables the company to deliver better service to its clients. Critically, 
the acquisition of Merrill Lynch has enabled Bank of America to better serve clients with the needs 
that transcend international borders, and B of A currently serves clients in more than 150 countries 
worldwide. 
 
Working hard to keep our communities vibrant 
Corporate social responsibility (CSR) is a central part of the marketing strategies of many companies 
both large and small, and Bank of America has incorporated this concept into its first recession 
strategy. Such activities as charitable projects and reducing environmental impact show the human 
side of large corporations. In the wake of the recession the large banks were widely criticised for 
being greedy and focusing only on profit, not their customers or the long-term economic well being 
of the country. By engaging in CSR activities at this time the bank is able to demonstrate how it is 
giving back to communities, as well as allowing its customers to also feel like they are contributing. 
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Bank of America has initiated three major CSR projects since the onset of the 2008 recession 
focusing on the community, economic development, and the environment. The community-based 
projects, initiated in 2009, set a $2 billion charitable investment goal to be invested in poor 
communities. In 2009 Bank of America employees donated more than 800,000 volunteer hours to 
this project. The economic development project, also a ten-year plan, sets a $1.5 trillion community 
development lending and investing goal, providing capital to low and moderate income and minority 
families, businesses and non-profit organisations to promote neighbourhood revitalisation. Under 
this project Bank of America also partners with community development financial institutions to 
provide financing and other assistance to businesses unable to qualify for traditional bank financing. 
The third major project is set to provide a $20 billion investment into environmental initiatives 
designed to address climate change. 
 
Marketing Mix Analysis 
 
Product 
Bank of America’s post-recession product strategy has been to stay close to the company’s core 
product offerings, while making some amendments appropriate to a post recession market. The bank 
has developed new variations on products that are cheaper to deliver and has passed those savings on 
to consumers in order to make the products attractive to those consumers who are now struggling. 
 
Though not explicitly stated in the company’s post recession strategy, Bank of America has made 
increased use of technology in order to deliver new products such as contactless credit cards in the 
UK - a credit card with an inbuilt chip which can be held against an electronic receiver in stores in 
order to pay for low value transactions without the need to hand the card to a store clerk, enter a 
PIN, or sign a receipt. 
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In August 2010, Bank of America introduced a new type of checking account with no monthly 
maintenance fee. The account utilises the ‘e-Banking’ service offered by the bank of America in 
order that customers may manage their accounts, including all transactions, entirely through 
electronic means such as ATMs and online services. This bank account is only free provided that 
customers do not use any face-to-face banking services. Should customers wish to bank in person an 
account fee of $8.95 will be charged. A company statement accompanying the launch of this bank 
account states, “more and more of our customers prefer to bank on the go, using online banking, 
ATMs, mobile banking and receiving statements electronically. To meet those needs we specifically 
designed the solution for those customers who prefer to bank how they want, when they want.”52 
This type of account is designed to meet the lower end of the market, catering to those customers 
who are happy to accept a lower level of service in order to save money, and is therefore appropriate 
to be launched during the economic recovery when consumers are more closely watching their 
finances. 
 
In a step away from traditional financial services products, in March 2009 Bank of America 
launched a shopping website called “Add It Up”. This service is designed to complement the 
company’s personal banking and credit card products, allowing its customers to shop online at 270 
online retailers’ websites and earn up to 20% cash-back on their purchases if made through the Add 
It Up website and paid for using a Bank of America debit or credit card.  A press release statement 
accompanying the launch states that “the launch of Add It Up reflects Bank of America’s 
commitment to developing innovative products and enhanced offers to help current and new 
customers make the most of their finances and save money in today’s challenging environment.”53 
Though not a core product offering, this website allows Bank of America customers to feel as 
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http://mediaroom.bankofamerica.com/phoenix.zhtml?c=234503&p=irol-news&nyo=2 
 
53 Bank of America; March 2009 press release; 
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though they are receiving value, while allowing the bank to add an additional revenue stream and 
reinforce the use of its debit and credit card products. 
 
Price 
Bank of America’s post-recession pricing strategy has focused on meeting the needs of those 
customers who are struggling as a result of the recession.  As in the case of the e-bank account 
mentioned above, the bank has focused on providing price-appropriate products for those who have 
felt the financial impact of the economic downturn. This strategy is also evident in Bank of 
America’s cards business where, in September 2010, MBNA in the UK introduced two credit cards 
offering 0% on balance transfers for 6 months and 12 months respectively, followed in November 
2010 by another card offering 0% on balance transfers for 16 months. This offer was touted by the 
bank as the best in the industry.54 
 
There is little evidence to suggest that Bank of America has chosen to focus on the more affluent 
consumer segments in its retail banking arm. Elsewhere in the business there is a large focus on 
corporate and investment banking, however in the meantime at least, the bank appears to be 
promoting itself as close to the community, and in touch with the financial situations of its 
customers. 
 
Place 
The financial constraints of recession encourage businesses to search for new and innovative ways 
of delivering the product or service in order to reduce costs. In modern business one of the easiest 
ways to achieve this is to use electronic distribution channels, as the rollout of such channels is 
relatively cheap, fast, and scalable, by comparison to other distribution channels. 
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In November 2010 MBNA, Bank of America’s UK-based cards business, launched a new online 
banking service as an extension of its website. The new service called Online Card Services, was 
developed following feedback from customers who stated that they wanted a simpler way to manage 
their money online.55 In line with post-recession consumer feedback discussed in chapter 3 that 
financial services were overly complicated, this new online service focuses primarily on providing 
guidance to customers on how to get the most from online banking. The service provides clearer, 
more concise content, an enhanced help and support section, online tutorials, and a list of ‘frequently 
asked questions’ to help customers service their accounts. In addition, the service allows customers 
to manage their accounts, make payments, set up direct debits and balance transfers, etc.  
 
Promotion 
Much of Bank of America’s promotional activity since the recession have taken the form of public 
relations initiatives such as charitable events and sponsorship. Alongside the ongoing CSR initiatives 
mentioned earlier the bank engages in ad hoc promotional activity such as the December 2009 
donation of $2 million to hunger relief and nutrition efforts. This donation was split between three 
national organisations in the US, each of which provides hunger relief services to underserved 
families and individuals disproportionately affected by the economic downturn. The company stated 
that, “Bank of America has augmented its focus on basic human services in recognition of the 
significant challenges facing individuals and families during these challenging economic times, and 
the impact of the downturn on those already on the margins of poverty.”56 This type of activity is 
particularly effective in the wake of the 2008 recession as it directly addresses and challenges the 
general public perception that banks are greedy and self-interested. This campaign in particular 
reaped the positive PR benefit of being associated with charitable activity, with additional benefits 
derived from the topical nature of the charities selected. 
 	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
55 Bank of America; November 2010 press release; 
http://mediaroom.bankofamerica.com/phoenix.zhtml?c=234503&p=irol-news&nyo=1 
56 Bank of America; December 2009 press release; 
http://mediaroom.bankofamerica.com/phoenix.zhtml?c=234503&p=irol-news&nyo=2 
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Summary 
Bank of America’s post-recession strategy shows a focus on the consumer. The company’s 
marketing efforts, such as its charitable campaigns and sponsorship of community programmes, 
show sensitivity to the financial struggles many members of the general public have faced since the 
2008 recession. Such campaigns also demonstrate an understanding of the consumer sentiment that 
is evident in the post-recession environment, and help to challenge the perception that banks are self 
interested, greedy institutions. 
 
Steps taken to provide clarity and ease-of-use for the products offered by Bank of America directly 
address the concerns we observed in chapter 3 whereby consumers feel that the banking industry is 
overcomplicated and uses too much confusing jargon. Similarly, the company’s product strategy is 
also sensitive to the current economic environment.  Instead of overtly targeting customer segments 
that provided the best revenue opportunities, the company has shown that it is committed to 
providing products and services to those consumers who have not weathered the financial storm as 
well as others. Such measures show that the company is in touch with general consumer sentiment 
following the recession and that it is making efforts to repair its damaged image and trying to win 
back the trust of the consumer. 
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CASE STUDY 3 – HSBC 	  
Recession Marketing Strategy 
 
HSBC, headquartered in London, UK, is one of the largest banking and financial services 
organisations in the world with around 7500 offices in 87 countries. The bank is highly capitalised, 
giving the company strength through the 2008 recession and putting the bank in the position where it 
did not need to draw on government funding in order to survive the financial crisis. In fact, in 
October 2008 HSBC declined the offer of government funding, while the company chief executive, 
Michael Geoghegan, expressed his opinion that the British government bailout of the banking 
system had set a bad precedent. Geoghegan publicly said, “I sympathise with the British taxpayer, I 
don’t think it is right that the British taxpayer should need to bail out banks, it sets a bad precedent, 
but the government had no alternative.”57 Competitively, this left the bank in a strong position, as it 
had one of the strongest capital and liquidity positions of all banks and as a result its shares 
outperformed during the recession as it was perceived as a safe haven. 
 
The strength of HSBC’s economic position has undoubtedly influenced its marketing strategy in the 
post recession market, since it felt little need to amend its marketing strategy post-recession. This 
extract from an article in Marketing Magazine explains the bank’s position: 
 
“Several of HSBC’s high street banking rivals, including NatWest, Barclays and Nationwide, have 
revamped their strategies to emphasise how they are helping domestic customers through the 
downturn with additional products and advisory services. However, Alex Hungate, Group Managing 
Director for personal financial services and marketing at HSBC, and a former chief marketing 
officer at Reuters, is determined to maintain the brand’s marketing consistency.  ‘ If you have to 	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
57 Teacher; October 2008; HSBC boss says the bank bail-out sets a bad precedent; Guardian 
Newspaper. 
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explicitly say you are interested in marketing, that will reflect less well with consumers,’ Hungate 
said, ‘ we think our brand positioning has showed up well during the banking crisis. We haven’t had 
to change.’”58 
 
Indeed, since the recession HSBC has not strayed from its pre-recession strategy. In the bank’s 2009 
annual report the group’s directors outlined their intention to focus resources on building 
commercial banking, targeting firms with international customers in developing markets, businesses 
with global needs, and products where global scale can be achieved. Secondary to these goals the 
group intends to focus on its consumer business, targeting mass affluent customers in the UK. The 
report draws specific attention to the increase in personal banking customers utilising the 
international services offered through the group’s premier banking scheme 
 
In summary of the above goals, the 2009 annual report states that, “ For personal financial services, 
the group strategy is to provide relevant, efficient and sustainable business, leveraging commercial 
banking and global banking and markets relationships to build a premium segmented and 
multichannel business.”59 
 
Marketing Mix 
Product 
HSBC’s product strategy has focused on the affluent consumer segments with the bank’s premium 
checking accounts; the HSBC Advance account, and the HSBC Premier account. 
 
The Advance account targets the mid-segment of the market, offering multiple benefits in addition to 
the checking account, including; worldwide travel insurance, roadside breakdown assistance, 
identity theft assistance, life insurance, fraud protection, SMS banking, 24/7 customer assistance and 
preferential terms on overdrafts, savings and mortgages. 	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
58 Brownsell; June 2009; HSBC stands by ‘global’ brand strategy; Marketing Magazine 
59 HSBC Annual Report; 2009; p.5 
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The Premier account targets the upper segment of the market, offering all the benefits of the 
Advance account, together with customised wealth management advice, linked Premier banking for 
the family, a dedicated relationship manager, and an accompanying Premier credit card. 
 
While HSBC does offer a basic checking account, this account has not been the focus of the bank’s 
marketing strategy since the recession.  Instead, the strategy has focused on bringing new customers 
to the business with the premium accounts and converting current customers from the basic account 
to the premium accounts. 
 
Price 
HSBC’s pricing for its accounts is competitive, with a market segmentation strategy dividing the 
market into three groups: lower, middle, upper. Though the middle and upper market segments are 
the targets of HSBC’s marketing strategy, the lower market segment is catered for with a basic free 
bank account, and an associated credit card with no additional perks and no fees. 
The Advanced account targeting the middle market segment costs a £12.95 per month flat fee, while 
the Premier account fee is waived if a balance of £50,000 is maintained in associated savings 
accounts. 
 
Place 
 In the UK HSBC maintains a large network of bricks and mortar branches across the country, 
however in May 2009 the bank’s chief executive told a shareholders conference that running a major 
network of high street retail branches in the UK no longer “stacks up” economically.60 Two months 
earlier the company had announced that it was cutting 1500 of its 50,000 UK-based staff, mainly in 
back office functions. Cuts were also being made at branch level however. Despite the timing of the 
announcement HSBC’s slimming down of its branch network is not a response to the 2008 recession. 	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
60 Mason; May 2009; HSBC Warns Branch Network ‘Uneconomic’; Telegraph Newspaper 
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Financial website thisismoney.co.uk reported in April 2010 that between 2005 and 2009 HSBC 
closed a total of 188 UK branches, more than any other UK bank or building society, and a further 
17 branches were closed in the first four months of 2010 alone.61 
 
An HSBC statement at the time advised that, “Branches are, and will continue to be, a fundamental 
part of our distribution network. Indeed we are investing more than £75 million a year on 
refurbishment programme across our 1350 branches. However, there is little doubt that customers 
are changing their banking habits and using branches where they work rather than where they live, 
or using the 24-hour convenience of Internet or phone banking. Financial institutions have to react to 
this shift in consumer behaviour and as such we need to ensure that our branches situated in 
locations where they will be used.”62 
 As HSBC focuses on limiting, and in some areas reducing, its bricks and mortar branch network, 
the company has made large investments into its Internet banking distribution channel. The bank 
offers a comprehensive website enabling customers to carry out many day-to-day banking activities 
online that would traditionally have been conducted in a branch. HSBC’s investments in Internet 
banking have paid off with the bank often winning awards for technology innovation, including the 
Best Consumer Internet Banking Award at the World’s Best Internet Bank 2008 Awards ceremony 
held by Global Finance magazine in New York. 
 
Promotion 
HSBC’s promotional strategy focuses heavily on the global nature of the company in line with its 
broader strategy of focusing the business on affluent personal customers and business customers, 
both with international needs. Appropriately, HSBC pioneered the addition of advertising space to 
jet bridges at international airports and launched the first campaign at London’s Heathrow airport in 
	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
61 Prestridge, Jeff, April 2010; HSBC cuts off customers by stealth 
62 Prestridge, Jeff, April 2010; HSBC cuts off customers by stealth 
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2001.63  Since that time it has expanded to 49 airports around the world and HSBC branding can 
now be seen at airports in such diverse locations as: Sydney, Beijing, Shanghai, New York, London, 
Athens and Tokyo. 
 
The location of this advertising campaign is absolutely appropriate to the target market that HSBC is 
trying to reach, namely, affluent individuals and international businesses. The message of this 
advertising campaign is “HSBC helps you unlock the world’s potential.” In reference to this 
campaign, an extract from the company’s website reads, “HSBC helps you unlock the world’s 
potential, is a fresh take on what is relevant, differentiating and true about our brand. In 145 years, 
HSBC has developed a global range of 8000 offices across 87 countries and territories, enabling us 
to appreciate firsthand the richness of the world’s diversity. We believe that when you look at the 
world as a whole, you’ll find where potential lives. Maybe one day we’ll help you realise your 
potential too.” 
 
The imagery in the advertisements reinforces the global nature of the campaign together with the 
tagline, “HSBC, the world’s local bank.” Appendix 3, figures 7 and 8 show examples of the types of 
advertisements used in this campaign. 
 
 Summary 
At the time of the onset of the recession HSBC stood in a stronger position than most other banks in 
the industry and the company felt little need to amend its marketing strategy as a result of the 
recession. This decision was appropriate given the position of the company, and the bank continues 
to use the same marketing strategy today, three years after the onset of the recession. One possible 
reason for this success may be that, while other banks took government bailout money and 
consequently focused their marketing efforts on rebuilding consumer confidence and trust, HSBC 
retained the trust of its customers due to its strong financial position and therefore was able to 	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
63 HSBC Press Release; April 2009; http://www.business.hsbc.co.uk/1/2/news-room-press-
releases/home 
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continue focusing on the segments of the market that were not receiving emergency attention from 
the government-rescued banks. 
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CHAPTER 5 – CASE STUDY ANALYSIS 
 
In this chapter we consider the data collected in the case studies, drawing comparisons and 
distinctions between the marketing strategies of the banks studied.  It is worth noting at this point, 
however, that there were clear similarities between the Citibank and Bank of America strategies, 
both being banks that received government funding, while HSBC had a distinctly different strategy 
to these banks.  As such, the approach in this chapter will be to compare the marketing strategies of 
Citibank and Bank of America, followed by that of HSBC. Figures 1, 5 and 6 in Appendix 3 show 
the marketing strategies of Citibank, Bank of America, and HSBC, respectively, in table form for the 
purposes of comparison, and are intended to complement the analysis conducted in this chapter.  
Figure 1 in Appendix 4 is a comparison table of Citibank, Bank of America, and HSBC, which 
summarises the strategies in the three case studies. 
 
CITIBANK AND BANK OF AMERICA CASE STUDY ANALYSIS	  
 
Firstly, it is worth noting that the marketing strategies of both Citibank and Bank of America have 
changed since the onset of the 2008 recession, because neither company felt it is wise to continue 
their pre-recession strategies. Additionally, both Citibank and Bank of America received emergency 
funding under the United States government Troubled Asset Relief Program and it is important not 
to underestimate the impact that this factor has had on the marketing strategies of these two 
companies. Other factors that have affected their marketing strategies include industry restructuring, 
legislative changes, and, perhaps most significantly, changes in consumer attitudes. 
 
In comparing the marketing strategies of Citibank and Bank of America there are four common 
themes running through the two:  client focus; focus on core product offerings; reliance on 
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technology and digital distribution channels; and promotional activities targeting the community and 
charities. 
 
Client focus 
It appears from the case studies that the need for clients focus is the factor that has most affected the 
post-recession marketing strategies of Citibank and Bank of America. Both companies put together 
multifaceted strategies in the wake of the 2008 recession, but it is apparent that every facet has been 
developed with a specific customer focus. 
 
 The evidence collected in chapter three shows the negative impact of the 2008 recession on 
consumer confidence and how practices in the financial services industry have led to consumer 
fatigue. Consumers have lost faith in the banking industry and in their individual banks, with a vast 
majority of consumers believing that their own bank acted unethically and in doing so contributed to 
the recession, and a similarly vast majority wishing for the bank to act more ethically in the future. 
Consumers are also concerned about the safety of their money in their banks due to the fear of them 
bank failing, and as a result have been looking for alternative financial providers, no longer 
associating the traditional banks with long-term financial security. 
 
Citibank and Bank of America have both responded to these concerns, recognising the consumers’ 
desire for banks to make positive changes. Citibank’s website displays and details how the bank is 
changing in order to better serve the consumer and improve banking. Similarly, Bank of America 
acknowledged the need for change in its 2009 annual report, dedicating much of the non-financial 
section of the report to describe how the bank is changing to address consumers’ concerns. The 
language used by each of the banks is designed to engage the consumer on a personal level. Such 
language may be subtle but it is effective in reducing perceived distance between the bank and the 
consumer by highlighting the human aspect of the bank. 
 
	   57	  
Responses observed in chapter 3 indicated that consumers wanted improved clarity, and increased 
support and advice, together with reduced use of jargon.  Citibank and Bank of America have taken 
similar actions after 
this feedback from consumers, with each bank beefing up informational material related to financial 
products, and offering alternative customer service channels such as web and social network based 
services. Bank of America in particular responded directly to accusations of lack of clarity by 
introducing a “Clarity Commitment” program intended to provide clear guidance on its products 
using everyday language. 
 
In taking these steps to connect with the consumer both Citibank and Bank of America have 
demonstrated a perception of the prevailing consumer sentiment post-recession. The lack of trust 
that the consumer has in the banking industry is symptomatic of the banks’ failure to manage risk, 
and as we discussed in chapter 3, in order to combat customer fatigue it is essential that the banks 
attempt to rebuild this trust. This is no easy task considering that the global recession has turned a 
spotlight on the banking industry and as a result more consumers are more informed of the dubious 
practices that had been employed by the banks prior to 2008. Regaining the trust of these newly 
savvy consumers requires more than a high-profile marketing campaign, nor will such a campaign 
succeed against a general feeling of customer fatigue. As such, Citibank and Bank of America’s 
marketing strategies show promise in engaging consumers on a personal level and taking steps 
towards repairing the damaged relationships consumers have with their banks. 
 
Focus on Core Product offerings 
Neither Citibank, nor Bank of America implemented a product centric post-recession strategy, and 
although both banks made minor changes to their product lines each remains focused on its core 
product offerings. This approach is appropriate in a post recession market for two reasons that we 
observed in the chapters preceding the case studies: 1) it is difficult to achieve product 
differentiation in the financial services industry. And 2) consumers in the post recession market 
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consumers are experiencing consumer fatigue. The second point is particularly important because 
the findings in chapter 3 indicated that customers are confused by the offerings in the banking 
industry and therefore it is not advisable to offer new products and increase product lines. When 
consumers experience customer fatigue they do not want to be bombarded with more choice and 
more promotion, rather they desire simplicity and clarity of communication. 
 
The new product offerings that Citibank and Bank of America did make, however, were largely 
appropriate to the backdrop of the global recession. Citibank, for example, simplified its checking 
account products by creating three distinct accounts targeting the lower, middle, and upper market 
segments, with the basic checking account being targeted towards consumers who were struggling as 
result of the recession. Similarly, Bank of America also released a low service checking account 
with which customers could avoid paying monthly fees in exchange for receiving a simple, basic 
account free of the frills and additional services associated with the company’s other checking 
account products. 
 
In adopting this product strategy, both banks have achieved three objectives: 1) they have each 
introduced a product that is appropriate in a post recession market, 2) they have targeted those 
consumers who are struggling as a result of the recession, thus attempting to start to rebuild a 
relationship and trust, and 3)  they have avoided exacerbating the general feeling of customer fatigue 
by offering a simplified, clear service. Both banks referred to simplicity and clarity in their 
marketing for these accounts, showing that they have an understanding of the post-recession 
consumer sentiment and are able to adapt their strategies in order to be sensitive to these consumers. 
 
Technology and digital distribution channels 
Increased use of technology and Internet-based services has been a growing trend in the banking 
industry for some time now and both have played a central role in the post-recession marketing 
strategies of Citibank and Bank of America. This strategy is clearly beneficial than during times of 
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financial constraint due to the relative ease and low cost with which digital distribution channels can 
be rolled out by comparison to physical distribution channels, allowing the banks to implement 
change quickly and reach a broad spectrum of the market effectively and inexpensively. Citibank in 
particular feels that the use of technology delivers additional benefits to their customers, stating that 
consumers appreciate the way technology simplifies and enhances so many aspects of their lives and 
as such are demanding the same benefits from financial services. Though the evidence collected in 
chapter 3 regarding consumers’ desires for a change in the banking industry does not indicate that 
customers want to use Internet banking more than before, these digital media do allow banks to 
deliver on some of the consumers’ other expectations. For example, they: 
 
- Make it easy to access and deposit money 
- Provide increased clarity and reduced use of jargon 
- Allow for better support and advice from the banks 
- Enable speedier customer service 
 
If implemented effectively, technological solutions can help banks deliver on these consumer 
expectations and in the cases of Citibank and Bank of America this is precisely the angle the 
companies have taken in marketing their Internet services and other technological investments, such 
as Citibank’s ‘smart’ branch. Bank of America’s press release for its new online banking service 
spoke almost exclusively about the benefits to the consumer, including clearer and more concise 
content, improved help and guidance services, and simpler ways to manage customer accounts 
including making payments and balance transfers. As such, in one website launch Bank of America 
managed to address each of the four consumer concerns listed above.  Similarly, Citibank addressed 
these customer concerns through various technology solutions such as the iPhone and Android 
‘apps’, the Text Banking service, and their Twitter-based customer service centre.  All of which are 
centralised services that are scalable and relatively quick to roll out. 
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The speed of the roll out of such services, alongside the benefits mentioned, may also provide the 
banks with a positive PR boost among consumers.  The speedy provision of such services in 
response to customer feedback demonstrates that the banks are listening to their customers and that 
they are willing to act in order to provide customers with the level of service that they expect.  It 
remains to be seen, however, whether these actions are enough to win back the trust of the 
consumer, or indeed whether a web-based service, or social media customer service interface can 
really replace the level of personal service that could be achieved with a face-to-face interaction in a 
bank branch.  It is worth noting that, as we found in chapter 3, consumers asked for better levels of 
service specifically referring to the telephone service and branch service, and the provision of staff 
who are available to give advice and support, therefore indicating a desire for a more personal level 
of service. Improved web-based services were not mentioned by consumers, and as such one could 
argue that the banks are not listening closely enough to their customers, instead choosing to deploy 
the quickest, most cost-effective solution that while technically fulfilling the customers requests does 
not provide the level of service required to rebuild the damaged relationship and loss of trust 
between them and their clients. 
 
Indeed, such solutions may have limited benefit to a consumer suffering from customer fatigue; a 
consumer who requires a personal service, not a service that they could perceive as nothing more 
than a gimmick. 
 
Promotional activities 
In each company’s post recession marketing strategy, both Citibank and Bank of America have 
adopted similar promotional styles, using community-based projects and charitable work as a means 
to connect with consumers on a more personal level and challenge the image of banks as greedy, 
self-interested corporations. 
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These smaller scale, community-based programmes are pitched perfectly to consumers suffering 
customer fatigue as they avoid the large-scale, glossy campaigns that consumers are bombarded with 
in their everyday lives, and instead make a more subtle, personal impression on the individual. Bank 
of America in particular used this promotional style by focusing their charitable efforts on those 
individuals adversely affected by the 2008 recession. This decision was effective for two reasons; 
firstly, because it aligns the bank with the community therefore helping to develop a personal 
relationship with the consumer; and secondly, because consumers largely view the major banks as 
the cause of the 2008 recession and in choosing to help those individuals disproportionately affected 
by the recession, Bank of America has made itself part of the solution. 
 
These promotional activities are a positive, effective start to challenging negative perceptions of 
banks among consumers. However, positive long-term relationships are not created through short-
term actions, and therefore the banks need to ensure that these commitments to communities are 
maintained for the long term in order to fully engage the consumer, regain their trust, and repair the 
damage caused by the recent recession. 
 
Strategic difference 
There is one key difference between Citibank and Bank of America’s post-recession marketing 
strategies – Citibank has made investments in its bricks and mortar branches. Though the company 
has withdrawn from certain markets, it has increased its presence in its stronger markets where the 
majority of its consumers reside, and has committed to expanding its network of branches. Citibank 
has also demonstrated its willingness to invest in current locations through its development of 
‘smart’ branches equipped with innovative technological solutions in addition to branch staff. 
Building one-to-one relationships with customers is key to regaining trust and combating customer 
fatigue, and in the banking industry the branch is the one place where a truly personal, one-to-one 
interaction can be cultivated. Citibank’s commitment to its branches therefore sends a key message 
to the market that the bank is interested in building and maintaining relationships with its customers 
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and delivering a more personal level of service than can be achieved simply through digital channels 
alone. 
 
Bank of America has chosen not to make physical distribution channels a key part of this post 
recession strategy, and though the company has made other efforts to connect with the consumer, 
ignoring the one place where the consumer is able to physically interact with the bank may be a 
critical flaw in the company’s strategy. It is too early to see the effects of this decision, however in 
an age where more and more services are being delivered digitally, a commitment to a physical 
distribution channel may be a key differentiating factor that separates Citibank from Bank of 
America, giving it the edge in this post recession market. 
 
THE ALTERNATIVE STRATEGY – HSBC CASE REVIEW 
 
The HSBC case review presents an interesting contrast to the post-recession marketing strategies 
adopted by Citibank and Bank of America. As noted in the case study, HSBC did not accept 
emergency funding from the British government. Furthermore the strength of the bank’s position led 
the company to believe that it did not need to adjust its marketing strategy as a result of the 2008 
recession, and as such the company continued to position itself as an international business bank and 
service provider to the middle and upper segments of the consumer market. 
 
Throughout this paper many references have been made to the need for banks operating in the post 
recession markets to repair broken relationships with consumers, rebuild their trust, and reassure 
them of the reliability of the banks. Here is where the critical difference lies between HSBC and 
Citibank and Bank of America.  HSBC’s pre-recession strategy ensured that the bank was highly 
capitalised and therefore in a strong position to weather the financial crisis. If it is true that banks 
that were at risk of failing during the recession, and as a result resorted to accepting government 
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funding and lost the trust of their consumers because they demonstrated a lack of reliability, then the 
fact that HSBC did not require emergency funding suggests that the bank would not have lost the 
trust of its customers. 
 
Moreover, though many individuals and companies were adversely affected by the 2008 recession, 
the wealthier market segments still exist and need to be serviced. Again, though it may be too early 
to tell, at a time where other banks or struggling to repair the damaged brands and engage with the 
lower market assessment that was most affected by the recession, it appears sensible that a bank in a 
strong position such as HSBC, should focus on a different market segment, and one that will benefit 
from the company’s strong international position. 
 
 Of course, a good strategy is a long-term plan and therefore the success of HSBC’s strategy remains 
to be seen, however it is worth noting that despite the company’s strong position it was not immune 
from the effects of the recession and reports in May 2011, as this paper is being completed, are 
appearing that suggest the company is now adjusting its retail business strategy in order to achieve 
significant cost savings of 2.5 billion US dollars a year64. 
 
 
 
 
 
 
 
 
 
 	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  	  
64 Tavan,; May 2011; HSBC Strategy Day; a new retail banking approach; Retail Banker 
International 
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CHAPTER 6 – RECOMMENDATIONS AND SUMMARY 
 
The changes in the banking industry that have occurred as a result of the 2008 recession are many 
and far-reaching across all areas of the industry, from the industry structure and regulations, to the 
attitude that consumers have developed towards and industry that was previously trusted.  Though 
some banks have survived this economic turmoil in better shape than others, none have been 
immune from the effects of the recession and the changes in the industry require changes in the 
organisation in order for the organisation to survive.  Such is the case of HSBC, a company that had 
been in a strong position before and during the recession, but that now has to restructure its retail 
business in order to deliver much-needed cost savings.  The key to surviving in a tough economy is 
adaptability, changing the company strategy in order to seek new opportunities for growth, but since 
2008 many global economies have not just been tough, there has been a widespread recession and, 
notably, a recession that many felt should have been foreseen and avoided.  This general feeling has 
led to many wanting to assign blame and this blame has largely been placed at the feet of the major 
banks and their executives. Media scrutiny of the industry has exposed stories of greed, excessive 
risk-taking, large executive salaries and bonuses, and poorly designed ratings systems. Moreover, 
while reading these stories in the media, the general public have stood by and watched their tax 
money be used to bail out these very institutions that stood accused of causing the recession in the 
first place. 
 
Against this dire economic backdrop and media witch-hunt, many banks set about trying to 
strengthen their businesses and repair their damaged brands through adaptation of their marketing 
strategies. Based on the findings in this paper several recommendations can be made to banks that 
are redefining their marketing strategies in the wake of the 2008 recession. 
 
1.Rebuild relationship with consumer and re-establish trust 
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This must be the initial primary focus of the marketing strategy.  The recession left many consumers 
with a jaded attitude and a lack of trust towards the banking industry and it is essential that banks 
make efforts to re-establish their relationships with the consumers. Any bank that fails to do this will 
find that it falls behind other banks that manage to do so, particularly considering that this factor was 
one of the major concerns for consumers following the recession. 
 
Banks need to be aware that consumers are suffering customer fatigue, and therefore if they are to 
re-establish a relationship with these consumers they must adapt their behaviour and make efforts to 
connect with consumers on a personal, genuine basis. Jaded consumers will not respond to glossy, 
high profile advertising campaigns, instead, the banks must use other means, such as the provision of 
excellent in-branch service, in order to connect with their customers. 
 
2. Focus long-term strategy on service delivery 
Maintaining the customer relationship should be a long-term strategy for the banking industry. The 
initial efforts must be made to re-establish broken relationships and regain trust it will not be enough 
to put in a large upfront effort without a long-term strategy that seeks to maintain these relationships. 
Reports following the recession portrayed banks to be greedy, profit driven organisations with little 
focus on the consumer and the only way to reverse this perception will be to make an ongoing 
service commitment to the consumer. 
 
Given these times of rapid technological development many banks are seeking to reach out to their 
customers through digital means, and though many customers are demanding these types of services, 
such services should be complementary to and in addition to face-to-face customer service in 
branches. Consumers have specifically stated that they wish for the availability of staff in branch to 
offer support and advice, and though technology provides cheaper ways for banks to provide service 
to customers, it would be unwise to neglect branch channels where a high touch, personalised 
service can be offered to customers in a way that will build a lasting relationship. 
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3. Simplify the product/service offering 
Consumers’ needs and expectations have changed following the 2008 recession of, generally 
individuals are more focused on saving and less focused on living outside their means and incurring 
debt. Consumers are prioritising home life and future planning, and are looking for security in their 
financial service providers. Couple these factors with a general sense of customer fatigue becomes 
even more important that banks clearly define their service offering, ensuring that products or free 
from gimmicks and effectively target customers needs. 
 
Consumer feedback, reported in chapter 3, shows a desire for improved access to their accounts, 
making it easier to make deposits and transfer money between accounts. In this area banks can make 
good use of technology to deliver more instant access to customer accounts through web and mobile 
applications, thus adding value by delivering additional methods of account management alongside 
more traditional banking methods such as ATMs and branches 
 
4.Provide clear and transparent product information and advice 
Finally, and critically banks need to ensure that all of their interactions with customers reinforce a 
positive service experience in order to continue to build a relationship and rebuild the trust in the 
consumer. This includes transparency in the product offerings and service, and is critical for two 
reasons; firstly, many consumers reported finding the language and jargon used by banks in relation 
to financial products, confusing and sometimes misleading; secondly, transparency is essential in 
regaining the trust of the consumer. 
 
Again, web and mobile interfaces can be useful in distributing information to customers quickly and 
clearly, however, feedback from consumers indicates that they would like to see staff available in 
branches to provide help and advice, and therefore such services should be in addition to, and 
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complementary to the availability of bank staff in branches. In this way, each interaction the 
consumer has with the bank will reinforce a positive relationship-building experience. 
 
Final Comment 
 
The recommendations above are based on the findings in this paper, and can be used by banks to 
help inform the creation of a marketing strategy in a post recession environment.  Though simple, 
the recommendations are in tune with the unique consumer sentiment that exists following the 2008 
recession and therefore can help banks deal with the unique challenges that have arisen since the 
onset of this recession. As we have seen, much has changed in the banking industry in the past three 
years and much will continue to change over the coming years as nations worldwide rebuild their 
economies and the global economy returns to growth. As these changes occur in banks must stay 
abreast of them, remaining dynamic in their approach to forming strategy, while never losing touch 
with the consumer. 
 
The events leading up to, and after the 2008 recession need to be a learning experience for both the 
banking industry and governments that are generating policies and regulations for this industry. 
Perceived failures in both government and industry have severely dented consumer trust and though 
the banks are generally making positive steps towards regaining that trust, a failure to learn from 
past experience would make it impossible to repair the damaged relationship between banks and 
consumers. As such, though the recommendations above may change as time passes, the key 
ongoing recommendation for informing marketing strategy is to maintain the relationship with the 
consumer, and maintain consumers trust in the banking industry’s ability to provide safe and secure 
financial services. 
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APPENDICES 
 
APPENDIX 1 
 
Figure 1 
 
Growing consumption in the US during the boom years despite stagnant real wages, 2000-2007 
 
 
 
 
 
Source: Bureau of Labour Statistics, www.bls.gov, and Bureau of Economic Administration, 
www.bea.gov. 
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Figure 2 
US household debt 1950-2010 
 
 
 
 
Source: http://economistsview.typepad.com/economistsview/2011/01/frbsf-economic-letter-
household-debt-and-the-weak-us-recovery.html 
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Figure 3 
US personal bankruptcy filings 1996-2010 
 
 
 
Source: www.calculatedriskblog.com 
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Figure 4 
5 forces analysis of the US Consumer Banking Market pre-2008 
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APPENDIX 2 
 
Figure 1 
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APPENDIX 3 
 
 
Figure 1 
 
Citibank’s Marketing Mix 
 
Product 
 
- Traditional core product offerings; 
checking, savings, cards, loans. 
- Segmented product offerings targeting 
whole span of the market. 
 
Price 
 
- Pricing targeted to each market 
segment. 
- Free checking at each level provided 
certain criteria are met. 
Place 
 
- Focus on core markets 
- Withdraw from weaker markets 
- Digital distribution channels; iPhone 
app, Text banking; social networks 
- ‘Smart’ branches 
 
Promotion 
 
- PR focused – sponsorship of 
community-based sporting events 
- Charitable events 
- Points based customer rewards scheme 
 
 
 
 
 
	   81	  
Figure 2 
 
 
 
Source: http://www.effie.org/winners/showcase/2009/3576 
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Figure 3 
 
Source: http://www.citibank.com/citi/press/advertising.htm 
Figure 4 
 
 
 
Source: http://www.citibank.com/citi/press/advertising.htm 
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Figure 5 
 
Bank of America’s Marketing Mix 
 
Product 
 
- Traditional core product offerings; 
checking, savings, cards, loans. 
- ‘Contactless’ credit cards 
- Low cost E-Banking 
- Online discounted shopping 
Price 
 
- Low cost banking introduced in 
response to recession. 
- Lowered credit card fees 
Place 
 
- Focus on digital distribution channels 
- New online banking solution 
specifically for credit card customers. 
Promotion 
 
- PR focused – sponsorship of 
community based programs. 
- Charitable programs specifically 
focused on individuals impacted by 
recession. 
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Figure 6 
 
HSBC’s Marketing Mix 
 
Product 
 
- ‘Premium’ accounts targeting middle 
and upper market segments. 
- Products supporting international 
business and personal banking 
Price 
 
- Pricing competitively at each market 
segment level; low; middle; high. 
Place 
 
- Heavy focus on digital distribution 
channels, specifically Internet banking. 
- Steady reduction in number of bricks 
and mortar branches. 
Promotion 
 
- Extensive 5-year advertising campaign 
at major international airports. 
- Advertising targeted at affluent 
individuals and international 
businesses. 
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Figure 7 
 
 
 
Source: http://www.bridgemanart.com/EN-GB/news-and-features/images-in-
action/2009/May/HSBC.aspx 
 
Figure 8 
 
 
Source: http://theinspirationroom.com/daily/2007/altruism-or-consumerism-your-point-of-view-at-
hsbc/ 
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APPENDIX 4 	  
 
Figure 1 
Case Study Strategies Comparison Table 
 
Strategic Focus Citibank BoA HSBC 
Brand Repair    
Customer Service    
Lower Market Segment    
Middle Market Segment    
Upper Market Segment    
Business Segment    
Physical Distribution Channels    
Digital Distribution Channels    
Product-centric    
Promotion – glossy, high-profile    
Promotion – community based    
 
 
